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Abstract: Using data collected from a pre-training survey, post-training survey, and telephone
follow-up survey, this study analyzes the impact of the Money Smart financial education
curriculum upon the financial opinions and behaviors of course participants during the survey
period. The data indicate that Money Smart financial education training positively affected
consumer behaviors and that behavior changes were demonstrated many months after
completing the training. Among the significant findings were that participants were more likely
to open deposit accounts, save money in a mainstream deposit product, use and adhere to a
budget, and have increased confidence in their financial abilities when contacted six to twelve
months after completing the Money Smart course than they were before taking the course.
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Introduction

Prior research in the area of basic financial education has not considered the longer-term impact
on consumer behavior, or results, from a comprehensive adult financial education curriculum
such as Money Smart. Therefore, this study was designed to explore whether training in
financial education classes using the curriculum resulted in positive changes in respondent
money management skills and behavior over several months.

This study, which the FDIC conducted in cooperation with NeighborWorks America (NWA),"
consisted of a three-part survey of participants in Money Smart courses” across the country. The
FDIC engaged The Gallup Organization to assist with the development of the survey questions
and to administer the survey. The assessment used a pre-training survey to gather baseline data
on students’ knowledge, behaviors and confidence, a post-training survey to gather data on
changes in students’ knowledge, behaviors, confidence and their future intentions, and a
telephone follow-up survey six to twelve months® after the conclusion of the training to identify
changes in the students’ financial behaviors over the six to twelve month period from completion
of the training.

The survey results® suggest that Money Smart financial education training covering the basics of
checking, savings, budgeting, and credit can positively change consumer behavior and improve
financial confidence during a six to twelve month time period following the course. For
example, the rate at which respondents regularly saved money increased from before the course,
and respondents were very likely to follow through on their goals of saving money in a savings
account. Respondents were also much more likely to use a budget, and regularly keep to it.
Overall, consumer confidence in financial matters substantially increased after completing the
Money Smart course and was sustained over the survey period.

! The Neighborhood Reinvestment Corporation, created by Congress in 1978 as a national nonprofit
corporation, has a mission of creating “opportunities for people to live in affordable homes, improve their
lives and strengthen their communities.” Governed by a board of directors consisting of the leaders of the
five financial institution regulatory agencies and the U.S. Department of Housing and Urban
Development (HUD), Neighborhood Reinvestment Corporation began operating under the name of
NeighborWorks America in 2005.

? Throughout the remainder of this report, the term Money Smart course or classes will mean the Money
Smart modules required to be taught in order to be considered in this survey. The survey required that at
least three modules covering the topics of checking accounts, savings accounts, budgeting, and credit be
taught. The modules could be any three of the following five: Check it Out, Money Matters, Pay Yourself
First, To Your Credit or Charge it Right.

3 Training classes ended as early as November 2004 and as late as September 2005. The telephone
follow-up survey began in February of 2006. Accordingly, a small number of respondents may have
completed the training less than six months or more than twelve months before the telephone follow-up
survey.

* Because of the volume of the survey data results, data tables are presented in the report in three ways.
Illustration refers to tables presented in the body of the report. Exhibit refers to tables presented in the
Exhibits section of this report. Table refers to tables in Appendix J.



Study Goals

The impact of a financial education curriculum such as Money Smart is seldom tracked and
measured.” There is much anecdotal evidence to indicate at least short term changes in financial
management behaviors such as budgeting and bill payment after financial education training.
For example, according to one Money Smart instructor, referring to Money Smart class
participants: “They can now live on a budget, work, and pay their bills.”® However, anecdotal
accounts do not provide objective measures of program success. Financial institutions involved
in financial education initiatives typically consider the classes useful for ancillary purposes such
as employee recruitment, community goodwill, or generating a long-term demand for financial
services. Rarely do financial institutions track the number of new accounts opened or other
objective outcomes associated with their financial education efforts.’

Despite these challenges, data on financial education course outcomes are essential in order to
ascertain whether time and other resources spent on financial education are worthwhile.® The
U.S. Department of Treasury’s Office of Financial Education has also identified the use of
“performance measures to track progress” as one of the eight elements of a successful financial
education program.” This measurement can be of short-term outcomes, such as whether the
respondent intended to open a new bank account, or longer-term changes in behavior and
practices, 1SSlCh as obtaining and using financial skills to independently make sound financial
decisions.

Prior research assessing the effectiveness of Money Smart has examined only the former:
changes in the infentions of participants as measured by comparing pre-training survey to post-
training data. Lyons and Scherpf concluded that completing Money Smart increased a
participant’s probability of planning to open a new account.'' The researchers recognized they
had no way of determining whether these intentions translated into actual conduct because their
data were based solely on surveying participants immediately before the first Money Smart class
taken and immediately after the last Money Smart class taken.

> Lyons, A. C., Palmer, L, Jayarantne, K. S. U., and Scherpf, E. (2003). Are we making the grade: a
national overview of financial education and program evaluation, Journal of Consumer Affairs, 40 (2):
208-236.

% Keenan, C. (2004). Financial Literacy: How It Adds Up to Good Business, Community Banker, 13 (3):
36.

" Ibid.

¥ «“Without a way to measure progress, it is easy to question whether all the effort at financial education is
worthwhile.” Shankar, V. (2004). Finding a Way to Measure Financial Literacy Efforts, American
Banker, 169 (209): 3-3.

? U.S. Department of the Treasury, Office of Financial Education, Eight Elements of a Successful
Financial Education Program (2004). http://www treas.gov/offices/domestic-finance/financial-
institution/fin-education/support-docs/eight-elements.pdf.

' Lyons, A. C., and Scherpf, E. (2004). Moving from unbanked to banked: evidence from the Money
Smart program, Financial Services Review, 13 (3): 228-229.

" Ibid. at 215-231.



Other studies that have analyzed the longer-term impact of financial education have only done so
with respect to limited types of groups.'* For example, a Freddie Mac study of mortgage
borrowers over a five-year period found that between two pools of similarly situated borrowers,
the ninety-day delinquency rate for the group that received pre-purchase home ownership
counseling was 19 percentage points lower than the group that did not receive counseling."® The
National Endowment for Financial Education found that three months after completing a
financial education course, high school students changed their spending and savings patterns
from before the course.'*

None of the available research has considered the longer-term impact of financial education upon
a broad audience. Thus, this study was intended to fill a research gap by determining the effect
of Money Smart financial education covering basic banking, savings, budgeting, and credit, upon
participant behavior six to twelve months after the conclusion of the training.

'2U.S. Government Financial Literacy and Education Commission, Taking Ownership of the Future: The
National Strategy for Financial Education (2006). Pages 98-100.

" Hirad, A. and Zorn, P. (2001). A Little Knowledge is a Good Thing: Empirical Evidence of the
Effectiveness of Pre-Purchase Homeownership Counseling, Freddie Mac Working Paper.

" Danes, S. M. 2003-2004 Evaluation of the NEFE HSFPP,
http://www.nefe.org/hsfppportal/includes/main/home.asp?portal=4&page=4000#ThelmpactoftheHSFPPo
nStudents



The Money Smart Financial Education Curriculum

The FDIC launched Money Smart as a nationwide initiative in September of 2001. The
curriculum was designed to help adults enhance their money management skills, understand
basic financial services offered by the financial mainstream, and build financial confidence to
use banking services effectively. Money Smart was also designed to provide financial institutions
with a tool to assist in community outreach and economic development.

The Money Smart curriculum consists of ten modules:

*  Bank On It: an introduction to bank services

»  Borrowing Basics: an introduction to credit

= Check It Out: how to choose and keep a checking account

= Money Matters: how to keep track of your money

= Pay Yourself First. why you should save, save, save

= Keep It Safe: your rights as a consumer

= To Your Credit: how your credit history will affect your credit future
= Charge It Right: how to make a credit card work for you

= Loan To Own: know what you’re borrowing before you buy

= Your Own Home: what home ownership is all about

The curriculum is available in both an instructor-led version and a computer-based instruction
(CBI) version. For this study, all sites used the instructor-led version. The instructor-led
curriculum is available in six languages (English, Spanish, Chinese, Korean, Vietnamese,
Russian), as well as Braille and large print. Only the English and Spanish language versions
were used for this study.

In the instructor-led format, each module takes approximately 60-120 minutes to teach and
includes:

= An Instructor’s Guide: a fully scripted guide for the presenter that includes prompts for
tasks such as distributing handouts, using overheads, asking questions of the audience, or
facilitating a group discussion.

= A Participant’s Guide: resources the participants can use after the class. For example,
the guide includes resources such as sample budgets, tips on how to save money, and a
loan comparison worksheet.

=  Overhead slides: resources instructors can use to highlight key points and concepts.
Slides are provided in both PowerPoint and PDF format.

The curriculum is flexible. An instructor can teach all ten modules sequentially or one or more
individual module(s) on a stand-alone basis. This allows instructors to target the specific needs
of their students. Because Money Smart is not copyrighted, organizations also have the
flexibility to integrate portions of Money Smart into other financial education programs.



In order to be eligible to participate in this study, sites were required to teach at least three of the
modules addressing checking accounts, savings accounts, budgeting and credit.'”> However, sites
could teach the modules as outlined in the curriculum, or were free to incorporate them into other
training, which many sites did, including NWA sites.'°

For information on FDIC’s implementation of Money Smart, see Appendix A.

' The survey did not track the specific modules taught. However, as reported by respondents at the end
of the survey period, most courses taught during this study were more than five hours in length.
Specifically, the respondents reported the actual number of hours they attended training: less than 5
hours, 72 (11 percent); 5 to less than 10 hours, 129 (20 percent); 10 to 15 hours, 139 (22 percent); more
than 15 hours, 171 (27 percent); and 120 (19 percent) did not recall. While some sites taught only the
required modules for the study, others taught some or all of the remaining modules.

' NWA’s locations used NWA’s Financial Fitness program. The goal of the Financial Fitness program
is to teach individuals basic financial management skills, such as budgeting. The typical structure of a
financial fitness education program includes a minimum of 12 hours of formal classes, individual
counseling sessions for personal issues and questions, and peer support groups for continued learning.
NWA views this training as a prerequisite to homebuyer education.



Survey Methodology

A. Survey process

The survey process consisted of three distinct survey instruments administered at three distinct
phases:

= Phase I - Pre-training survey: A paper survey distributed to students on the first day of
training to establish a benchmark of their financial behavior or practices and their
confidence levels concerning their financial practices.

= Phase II - Post-training survey: A paper survey distributed to students on the last day of
training to determine changes in their financial behavior or practices and their confidence
levels from Phase I, and to collect contact information needed for the follow-up survey.

»  Phase III - Follow-up survey: A telephone survey of Phase I and Phase II respondents
conducted by Gallup Organization staff between approximately six months and one year
after the completion of the final class to determine actual changes in financial behavior,
practices and confidence. Only respondents who completed both the pre-training and the
post-training surveys were eligible to participate in the follow-up survey.

The pre-training (Phase 1), post-training (Phase II), and follow-up (Phase III) survey instruments
appear in Appendix B. For information on development of the survey instruments and
implementation of the survey, see Appendices C and D.

B. Selection of Sites Where the Survey was Administered

Beginning in April 2004, FDIC and NWA staff identified organizations that offered financial
education courses using the Money Smart curriculum. FDIC and NWA contacted sites to
determine whether they had financial education courses scheduled that:

=  (Covered at least three of the following five Money Smart modules: Check it Out, Money
Matters, Pay Yourself First, To Your Credit, or Charge it Right.

= Took place over multiple sessions, rather than all in one day;'’

=  Were taught to participants at least 18 years of age;

=  Were taught in either English or Spanish; and

= Began and ended during the period of November 2004 through September 2005.

' In order for the pre-training and post-training surveys to provide the best possible data, some interval of
time was required between the teaching of the first and last modules. Attendees needed time to think
about opening bank accounts, starting a budget, and beginning to save. If survey respondents took all
modules in the same day, the responses for the pre-training and the post-training surveys would be very
similar for many of the questions. This would run contrary to the survey’s purpose of measuring
behavioral and confidence changes attributable to the Money Smart training.



The FDIC started its search for participating sites with existing Money Smart model sites.'® The
FDIC also used the list of Money Smart Alliance partners and the list of people who attended a
Money Smart Train-the-Trainer session over the previous year. Other sites considered for the
study included sites:

= In the same city or geographic area as the Regional Office;

=  With programs linking the training to an asset-building program (in these cases, the
training was often a requirement for accessing services);

= Where FDIC personnel had a strong working relationship;

= Interested and eager to participate in the survey process.

NWA'’s search consisted of contacting each of the more than 85 NWA affiliates that used Money
Smart in their Financial Fitness program to encourage their participation in the survey process,
but the decision whether to participate was left to the individual site.

There were many obstacles to recruiting survey sites. Some of the more significant obstacles
were:

= Sites agreed to participate but did not because of funding or staffing issues;

=  Sites were willing to participate but ultimately did not hold any classes for a number of
reasons, such as a lack of student enrollment;

= Time period: the survey process began in November of 2004. Since many non-profits
plan for the next year during November and December, these organizations were unable
to give significant attention to Money Smart during the first two months of the survey
period. Additionally, some organizations could not teach Money Smart during January
through April of 2005 because they were focused on operating Volunteer Income Tax
Assistance (VITA)" sites;

=  Some sites taught classes but were not eligible to participate because they either taught all
modules in one day, or did not teach the modules required for this study;

= Some sites were interested in participating, but were teaching in languages other than
English or Spanish; and

= Keeping the survey sites engaged in the process was sometimes difficult because of the
lengthy time between when the sites were initially invited to participate in the survey
(April 2004) and when the survey actually began (November 2004).

Many of these obstacles were overcome by working with the survey sites to resolve difficulties.
For example, survey sites planning to teach some, but not all, of the required modules, often
agreed to teach the required modules. The FDIC also helped sites that experienced a funding or
staffing problem by volunteering to teach the classes or recommending bankers who could

'8 A model site is a structured financial education program offered by a Department of Labor (DOL) One-
Stop Center or non-profit partner with active participation by financial institutions and links to related
asset-building programs.

' Volunteer Income Tax Assistance (VITA) is an Internal Revenue Service-coordinated program that
offers free tax preparation help to low- and moderate-income (generally, $39,000 and below) individuals.
VITA sites are staffed by volunteers and are located at sites across the nation such as libraries, senior
centers, and non-profit organizations.



volunteer to teach classes, and NWA offered grants to NW A-participating sites to assist them
with their costs. Throughout the process, FDIC and NWA staff worked extensively with the
survey sites to encourage continued participation and to remind the sites of the importance of the
data being collected.

In total, over 100 survey sites were recruited. Completed matched surveys (surveys from
respondents that completed both the pre- and post-training survey) were received from 68 sites.
Some sites agreed to participate, but, as previously mentioned, did not for a number of reasons.
There were also some problems obtaining both pre-training and post-training survey
participation from class participants, including:

* Some instructors failed to administer the post-training survey instrument;

= Participants may have started the course late and therefore did not complete a pre-
training survey; and

» Participants started but did not complete the Money Smart course and therefore did not
complete a post-training survey.

C. Overview of Survey Respondents

As discussed below, there were a total of 631 respondents. All survey respondents were self-
selected, as participation was at the discretion of the survey respondents. A total of 2,628
program participants completed a pre-training survey and 2,079 completed a post-training
survey. Of these, Gallup was able to match surveys from 1,621. That is, 1,621 respondents (62
percent of those completing a pre-training survey) completed both the pre-training and the post-
training survey and provided enough information on both surveys to allow Gallup to determine
they were from the same individual. Although demographic data were not collected in the pre-
training and post-training surveys, most survey sites described participants from their sites as a
diverse group of low- to moderate-income community residents. (See Appendix E for a listing
of the sites participating in the survey. Descriptions of each site and client demographics were
provided by the sites.)

Gallup collected demographic data from each of the respondents contacted during the telephone
follow-up survey. For this survey, Gallup attempted to contact all of the 1,621 respondents who
completed both the pre-training and post-training surveys — the “matched” respondents. (See
Appendix F for additional information on the call design for the telephone follow-up survey.) In
total, 631 of the matched respondents completed the follow-up survey.”® Of these 631:

=  Most were female: 469 (74 percent) females and 162 (26 percent) males

2% For the follow-up telephone survey, 631 of the 1,621 respondents who completed both the pre- and
post-training interviews completed the follow-up survey for a response rate of 39 percent. Even though
considerable measures were taken to obtain contact information to use to reach respondents for the
telephone follow-up survey, the non-contact rate was 58 percent. Once contacted, respondents were quite
cooperative. Only 44 respondents (less than 7 percent of those successfully contacted) refused to be
interviewed for the telephone follow-up survey.
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= Nearly half had never been married: 266 (42 percent) never married, 206 (33 percent)
married, and 158 (25 percent) widowed/divorced/separated
= Qver half lived in cities: 363 (58 percent) lived in cities, 155 (25 percent) in small
towns/rural areas, and 111 (18 percent) in suburbs
= Over half lived in a household where no other adult earned income: 372 (59 percent)

[lustration 1 presents other self-reported demographic data from the telephone follow-up survey.

Illustration 1: Demographic summary of the 631 respondents*

Age Education
Under 25 years 85 (13%) Less than high school 79 (13%)
25-34 years 188 (30%) High school 162 (26%)
35-44 years 186 (30%) Some college or trade 266 (42%)
45-54 years 118 (19%) College 78 (12%)
55 years or older 53 (8%) Postgraduate work 45 (7%)
Unknown 1 (0%) Unknown 1 (0%)
Total | 631 (100%) Total 631 (100%)
Race/Ethnicity Annual Income
White 163 (26%)
African American 290 (46%) Under $10,000 133 (21%)
Asian 22 (4%) $10-000-$19,999 170 (27%)
Latino 122 (19%) $20,000-$35,000 175 (28%)
Other 28 (4%) $35,000 or over 118 (19%)
Unknown 6 (1%) Unknown 35 (5%)
Total | 631 (100%) Total 631 (100%)
Children age 17 or younger
0 204 (32%)
1 166 (26%)
2 138 (22%) (This block intentionally blank.)
3 or more 117 (19%)
Unknown 6 (1%)
Total | 631 (100%)

*Percentages may not add to 100 due to rounding.

The 631 respondents were fairly evenly dispersed throughout the United States (Illustration 2).

Ilustration 2: Regional distribution of participants*

FDIC Region Number/Percent of FDIC Region Number/Percent of
Respondents Respondents
Atlanta 64 (10%) Kansas City 52 (8%)
Boston 76 (12%) Memphis 90 (14%)
Chicago 60 (10%) New York 82 (13%)
Dallas 87 (14%) San Francisco 120 (19%)
Total 631 (100%)

* Respondents from NWA-affiliated sites are counted in the FDIC region where the NWA site is located.

11




D. Analytical Methods

The analysis focused on the 631 respondents who completed all three surveys. For these
respondents, FDIC statisticians tested for statistically significant associations between survey
item responses and the demographic variables for each of the three surveys. For survey items
appearing in all three surveys, and for some appearing in the first and third surveys, tests were
conducted for statistically significant associations between survey item responses and the survey
phases for each demographic group. These latter tests investigated longitudinal effects (i.e.,
whether these were basic trends — increases or decreases — in the question responses across the
three phases). Appendix G discusses the methodology used to conduct these tests.

While 631 respondents completed all three surveys, there are not always 631 responses available
for every question included in the analysis. Some respondents chose not to answer some
questions, while some questions were not asked of certain respondents. For instance, depending
on the response to a budgeting question asked on the post-training survey, the respondent was
asked one of two questions on the telephone follow-up survey.

12



Discussion of Findings

Overall, the results of the three-part survey provide significant support for the effectiveness of
Money Smart training in improving financial behavior over the term of the survey. Respondents
reported significant positive changes in their level of savings, amount of debt, and likelihood to
comparison shop for financial products at the end of their training, based on post-training survey
responses, and also on the telephone follow-up survey responses six to twelve months later.
Additionally, respondents overwhelmingly reported positive changes in their opinions about their
financial comfort level over time.

This section discusses some of the more meaningful results, including:

* Observations of respondents from the start of the Money Smart training, as well as at the
end of the classes;

= Basic information collected at the time of the telephone follow-up survey;

» Longitudinal results from the telephone follow-up survey;

= Related results from six repeated measurement tests conducted between all three
surveys (two tests) or between the pre-training and follow-up telephone survey (four
tests). (See Appendix G for a description of the six variables included in the repeated
measurement tests.)

* Changes in consumers’ confidence levels.

The longitudinal results come from responses to telephone follow-up survey items addressing
behavior changes, as well as from comparing responses on the pre-training survey, and where
appropriate the post-training survey, to responses on the telephone follow-up survey. Finally,
this discussion presents a demographic-based analysis to highlight consistent trends in
demographic variables.

A. Results and observations from respondents starting Money Smart classes

The results from the pre-training survey administered at the start of the Money Smart course
provided a baseline for comparing changes in respondent opinion and behavior. These results
highlight some of the observations from the pre-training survey.

The discussion of the pre-training survey focuses on deposit accounts and credit. No results are
given for the questions pertaining to budgeting because no statistically significant associations
were noted between demographic variables and budget questions on the pre-training survey.
(See Appendix J, Pre-Tables 7 and 8).

1. Checking and Savings Accounts
A large majority of respondents started the classes already having a banking relationship. As

shown in Illustration 3, approximately 85 percent of respondents had a checking or savings
account at the start of their Money Smart training. Interestingly, respondents were more likely to

13



have had, yet subsequently closed, a savings account than a checking account (19 percent vs. 12

percent).

Ilustration 3: Incidence of having a deposit account before starting course
Have you ever had a: | Yes (now) | Yes (past) No Not Sure Total
Checking Account 484 (78%) | 77 (12%) | 62 (10%) 1 (0%) | 624 (100%)
Savings Account 433 (69%) | 118 (19%) | 71 (11%) 4 (1%) | 626 (100%)
Checking and/or 536 (85%) 56 (9%) | 33 (5%) 3 (1%) | 628 (100%)
Savings Account

The likelihood of having a deposit account varied based upon the income and education level of
the respondent. Annual income had a statistically significant association for holding checking
and savings accounts, as those who earned less money were less likely to have an account
(Exhibit 1). In addition, the incidence of having either a savings or checking account decreased
as the level of education declined. That is, those with less education were less likely to have
either account. However, the level of education had a statistically significant association only
with whether respondents had a checking account (but not with having a savings account).
Marital status had a statistically significant association for savings accounts, yet not for checking
accounts. Married respondents were the most likely to have checking and savings accounts
when they started the training, while those never married were the least likely to have either
checking or savings accounts. Those who were widowed, divorced, or separated were the most
likely to have opened, and then closed, either account.

While not statistically significant, several other demographic associations are noteworthy:

= Those in rural areas were less likely to have either type of account.

=  Those under 25 years of age did not have either type of account at a much higher rate
than other age groups.

= Latinos were least likely to have had either relationship. Asians were more likely to have
had a checking account than other minority groups, and were more likely to have had a
savings account than any other race/ethnicity, including Whites. However, any
extrapolations for the Asian category must be premised on the relatively limited sample
size (22 respondents).

Also of interest is the statistically significant association between sponsoring organization
(FDIC/NWA) and having a checking account. Respondents from NW A -affiliated sites were
nearly certain (91 percent) to have a checking account, while respondents from FDIC-recruited
sites were much less likely (70 percent). While not statistically significant, a similar — yet
smaller — gap between FDIC and NWA sites also appears with those holding savings accounts.
Approximately 79 percent of respondents from NW A-affiliated sites had a savings account,
compared to 63 percent of respondents from FDIC-recruited site.

One explanation for the high level of checking and savings accounts held by respondents from
NWA -affiliated sites may be that many participants in NWA’s Financial Fitness education
program were involved with an NWA organization for several months before taking financial
education classes. Consequently, many respondents may have been encouraged to open a
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checking or savings account before classes started. On the other hand, FDIC-recruited sites
varied widely in their client support structure and approach. Ninety-one percent of respondents
at NWA -affiliated sites were enrolled in a home ownership program, compared to only 60
percent of respondents at FDIC-recruited sites (Appendix J, FU-Table 1B). In other words,
attendees at many FDIC-recruited sites were not necessarily in a structured asset-building
program. For example, over one-quarter of respondents from FDIC-recruited sites reported they
participated in classes tied to opening a free checking account (Appendix J, FU-Table 1C).
Thus, clients at NWA-affiliated sites may have been more likely to have been prompted to open
a bank account before the training than clients at most FDIC-recruited sites.

The most frequent reason respondents gave for not having a checking account at the beginning of
their training was “no need for account.” (Illustration 4) Rarely was a lack of access to financial
institutions (“no financial institution in neighborhood or area”) cited. No significant associations
were noted between any demographic variables and the various reasons for not having an
account.

Illustration 4: Breakdown of respondents’ reasons for not having a checking account at
the beginning of the course

Reason for not having a checking account Yes No Total
No need for account 38 (28%) 96 (72%) | 134 (100%)
Request to open bank account was rejected 14 (10%) 120 (90%) | 134 (100%)
Minimum balance or fees are too high 13 (10%) 121 (90%) | 134 (100%)
Use a check-cashing store 13 (10%) 121 (90%) | 134 (100%)
Don’t know how to use one 10 (7%) 124 (93%) | 134 (100%)
Don’t trust financial institutions 6 (4%) 128 (96%) | 134 (100%)
Don’t have proper identification 3 (2%) 131 (98%) | 134 (100%)
No financial institutions in neighborhood/area 1 (1%) 133 (99%) | 134 (100%)
Some other reason”' 59 (44%) 75 (56%) | 134 (100%)

A majority of respondents were already saving money in a mainstream bank account at the start
of the Money Smart course (Illustration 5). Saving money at home was the most common
savings vehicle besides checking and savings accounts, as one out of every five respondents
indicated they saved money at home. Age and education were significantly associated with
whether a respondent saved money at home (Exhibit 2). Specifically, the likelihood that a

respondent kept money at home decreased as the age and education of the respondent increased.
While most other demographic variables failed to exhibit any meaningful associations, education
and income level had a statistically significant association with maintaining an IRA or 401 (k)
(Exhibit 3). Those with college or postgraduate work were twice as likely to have a 401(k) when
compared to all respondents, as were those who earned more than $35,000 per year. This could

*! Thirty-three of the respondents who selected “some other reason” on the pre-training survey provided a
narrative explanation of why they did not have a checking account at the time of the telephone follow-up
survey. These included: lack of employment (7), no need (7), insufficient money (6)